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Arrogance is a problem in business and other sectors of
American society. This multi-university study assessed more
than 500 business students’ perceptions of arrogance in sales
and marketing environments. It also probed the arrogance
issue in 12 other professions (five business-related and seven
non-business occupations). Sales professionals were perceived
as being more arrogant than marketers. Gender, ethnicity, and
school type were found to be predictors of arrogance in
marketing positions. Overall, sales were in the middle-of-thepack with respect to perceived arrogance (several professions
were more arrogant and several professions were less
arrogant), while marketers were considered relatively nonarrogant. Implications of this research are threefold: 1)
rethinking the sales and marketing interface in organizations,
2) understanding perceptions of arrogance by future business
leaders and 3) training sales and marketing professionals to be
perceived as less arrogant by their internal and external
customers.
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INTRODUCTION
During the past decade, progressive marketers have embraced the relationship management
paradigm. In sales management, personal relationships are critical for both face-to-face and online
contact (e-mail, blogs, LinkedIn networking, etc.). Customers and prospects continually evaluate
potential vendors and sales representatives to determine if there is a strong fit as to product
solutions and buyer-seller personalities. The personal selling and sales management discipline has
been researched extensively during the past quarter of a century. One notable gap that has not been
addressed is the concept of arrogance in sales and marketing.
It is no secret that companies are judged by their corporate culture. Some organizations have
reputations of being hard-driving (General Electric), market-driving (Apple), smart (Google), or even
fun-loving (Southwest Airlines). It is reasonable to believe that salespeople that exhibit arrogant
personalities will be perceived somewhat negatively by potential clients. Furthermore, we can expect
that arrogance may lead to detrimental results in the organization such as increasing complaints
about the salesperson, smaller orders, lost sales and even loss of major sales accounts.

82

Author Galley Copy Not for Publication
Journal of Applied Marketing Theory
Vol. 1 No. 1, Page xx-xx, September 2010

ISSN 2151-3236
At times, student samples have been criticized because they are not representative of the “real”
population or because they are convenient and low cost. In our empirical study, we have specifically
chosen business students at eight colleges and universities throughout the United States to assess
the arrogance construct. These respondents are the future generation of sales managers and
marketing executives. The findings and implications of this research can yield valuable insights to
corporate leaders with respect to designing and improving sales presentations as well as strategies
for hiring and training new sales personnel.
The rationale behind this research on arrogance is that, “there has been very little research on
arrogance even though most people have been exposed to it” (The University of Akron, 2007, p. 1).
Silverman, Shyamsunder, and Johnson (2007) developed a landmark study on arrogance. Silverman
notes that “accounts of arrogant employees abound, but evidence is predominantly anecdotal. There
is little systematic research on arrogance within organizations” (The University of Akron, 2007, p. 1).
Thus, this current study is significant to understanding today’s business environment.
ARROGANT MARKETING – THEORY AND PRACTICE
Arrogance is of growing concern to stakeholders in sales and marketing as well as in other business
areas (accounting, finance, management, and so forth). It is also a societal issue which impacts, to
varying degrees, all professions or occupations. Webster’s 21st Century Dictionary (1992, p. 15) defines
arrogance as, “proud and insolent; disrespectful.” People who exhibit this problem focus on
themselves and their motives. Thus, they are self-serving individuals. Where does the notion of
arrogance come from? This section presents an overview of this topic in business in general, and
more specifically in marketing and sales.
Business Examples
The business climate today provides numerous examples of arrogance in the market place. A
prominent case example involves the subprime mortgage crisis. As Berner and Grow (2008, pg. 1)
attest, “A number of factors contributed to the mortgage disaster and credit crunch. Interest rate
cuts and unprecedented foreign capital infusions fueled thoughtless lending on Main Street and
arrogant gambling on Wall Street.” Chris Dodd, chairman of the Senate Banking Committee during
the midst of the crisis, explained that the root of the economic meltdown was a result of predatory
lending. Dodd (2009, pg. 8) went on to attest that the heart of the problem was in “the branding of
[the] securitized bundles as being AAA. It was luring people into mortgages they knew they couldn’t
afford…and, of course, others who are looking at these things did not know what they were getting,
being sold off into the marketplace globally.” Thus, those selling the mortgages and securities were
overconfident in the worth and prospect of their product and failed to see the danger or heed the
warning signs until it was too late.
The arrogant mindset surrounding the mortgage crisis also freely flowed throughout government.
Berner and Grow (2008, pg. 1) explain that those “state enforcers and legislators who tried to contain
the greed and foolishness…were thwarted in many cases by Washington officials hostile to
regulation and a financial industry adept at exploiting this ideology.” Woods (2009, pg. 4) adds that
those who did not see the crisis coming are the very ones purported to find a solution. Thus, even the
arrogance among the elected officials can have a drastic impact on business affairs. There was a
higher concern placed on their own ‘brand image’ than there was on the overarching economic
implications surrounding the issue.
One of the most prominent examples of arrogance in the marketplace during recent times is Bernie
Madoff. Lormel (2009, pg.1) reports that “Madoff has clearly become the poster child for the fraud,
greed and arrogance that symbolize the financial crisis.” He also explains that this fraud, greed and
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arrogance are the very driving forces behind the financial crisis, which has become one of the major
threats to our national economy, topping even terrorism (Lormel, 2009, pg. 1). Madoff’s fraud and
Ponzi scheme involved an estimated $65 billion and 13,500 victims; in numerous cases victims were
robbed of their life savings (Quinn, 2009, pg. 1). One man’s arrogance produced the power to
devastate many lives.
Arrogance was again exhibited with the departure of Hewlett Packard’s CEO, Carly Fiorina. Fiorina
was ousted due to the divisiveness that was created by the merger she initiated of Compaq
Computer with HP. “While Ms. Fiorina stumbled strategically, her hands-on, blunt, take-noprisoners style may have hurt relations with the board and employees. She was criticized for being
too out there and too focused on herself, said Pat Cook, head of executive search firm Cook &
Company, Bronxville, New York” (Hymowitz, 2005, p. A9).
Arrogant behavior in executives has led to negative results in some cases. Prime examples are Enron
and Merck. Rayner (2005) explained that instead of looking at Enron as an accounting nightmare, it
is more about the arrogant behavior of executives who lost sight of the business goals. Howes (2004)
discussed the arrogance of Merck giving executive bonuses in a company who almost went bankrupt
due to the problems with the drug Vioxx.
According to Schwartz (2004), many progressive physicians have changed their relationships with
patients in an attempt to be perceived as less arrogant. Rather than telling patients what to do (the
traditional approach) they are now engaging in dialogues with them to what type of medical care and
treatments to pursue.
Murphy (2003) explained that arrogant CEO behavior happens because, “arrogant CEOs often
reinterpret information to reflect their own views, rather than considering whether the information
is telling them they should shift policies” (p. B-1). He explained that arrogance is a behavior that can
eliminate a CEO from his or her position. Fine (2004) suggested that the type of arrogance shown by
the leaders of Enron, Tyco and Worldcom involved unethical and illegal activities and can be
characterized as psychopathic behavior.
The Department of Justice accused Bill Gates and Microsoft of arrogance in a legal suit filed against
the firm in 1998 (BBC News, 2002). This was due to accusations that they were attempting to create
a monopoly with the Windows operating system.
A key to eliminating arrogance from executive behavior is to have a strong leader who values
employees by showing respect to everyone (Farrell, 2005; Stern, 2004). The former president of Pizza
Hut, Steven Reinemund (1992), said business leaders need to have several behavioral qualities, one
of which is selflessness. Inherent in this definition is a lack of arrogance.
Marketing and Sales
A review of arrogance in marketing and sales revealed that relatively little has been written. The
marketing and sales literature concerning arrogance generally puts it on the opposite end of
humility. Humility is generally seen as a desirable trait in people and arrogance as socially
undesirable (Ben-Ze'ev, 1993)
Arrogance can be exhibited in marketing in several ways. “Brand pride can propel a company and its
employees to ever greater business results…however, there is a dark side that can also entice
employees—that of brand arrogance” (Marketing 2005, p. S5). It is part of the marketer’s job to
ensure that realism is inserted into the process to guard against brand arrogance. If unchecked, this
could ultimately lead to loss of market share as well as job loss.
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Riston (2003) wrote about the importance of the marketer to remain objective in an accurate
assessment of the market. However, he goes on to state that in today’s business environment, there
are marketers who put a spin on everything which dilutes the truth. This spin gives rise to various
types of arrogant behavior which is not good for the customers or the employees.
Cummings (2004a) wrote about top salespeople who had egotistical, arrogant behavior. She made the
point that this can be curbed by giving the person more responsibility. Cummings explained that
arrogance must be managed so that individual strengths are being utilized for the good of the
company. Arrogant behavior from salespeople can also negatively impact customers and related
sales. Cummings (2004b) discussed how arrogance that is displayed in front of customers can lead to
a loss of sales. Instead of direct intervention, the sales manager needs to let the salesperson learn
from his/her mistakes even if this means an initial revenue loss.
Hackett (2005) discussed the fine line that exists between the salesperson’s confidence level and
arrogance. He mentioned that if an ego is over-inflated and negatively affecting the entire sales
force, then management must eliminate the person. Hackett proposed that some of the methods used
to deal with these employees are: mentoring, coaching, establishing firm goals, and instituting a
competitive environment where they work in teams to achieve success.
Framing the Problem: Clarifying the Sales and Marketing Interface
To truly understand the arrogance phenomenon in a marketing context, it is helpful to grasp the
sales and marketing dichotomy found in most organizations. Salespeople and marketers differ with
respect to four key areas: marketing function, tasks, interdependency, and conflicts (see Table 1).
Table 1
Differences Between Sales and Marketing (Havens, 2004)
•

•

Sales are personal and casual. Sales are

•

Marketing

is

official

and

formal.

often responsive, based on the instinct

Marketing programs are prepared ahead

and knowledge of individual salespeople.

of time based on plans, budgets and

Sales are one-to-one. When a salesperson

schedules.

makes a sale, it is usually to one client

•

Marketing is one-to-many. Marketing

for one or more specific products or

programs

services.

products, entire categories, locations and

•

Sales focus on short-term goals objectives.

clients (market segments).

•

Sales are real. Salespeople are driven by

•

Marketing focuses on long-term goals.

tangible results such as revenues, net

•

Marketing

•

are

is

intangible.

profit, etc.

people

Sales focus on specific customers.

strategies, and philosophies.
•

work

developed

with

across

all

Marketing

concepts,

ideas,

Marketing analyzes the “big picture” of
the business. Marketers think about the
market,

price

strategies,

customer
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loyalty,

distribution

and

promotion

strategies, etc.

Gordon (2001) states that marketing and sales have different functional roles in an organization. He
defines sales as the interpersonal interaction—the one-on-one meeting, telephone calls and
networking—that a salesperson engages in with prospects and customers. Also, he notes that
marketing encompasses programs businesses use to reach and persuade prospects, including
advertising, public relations, direct mail and more.
Donath (1999) discussed some of the differences between marketers and salespeople. He said that
marketing people talk to consumers and business end-users, while salespeople spend their time with
distributors and purchasing agents. He added that marketers deal with market segments and
specifics product groups; sales, however, sees the world account by account, servicing each with a
mix of product and service solutions.
Most salespeople do not want to be burdened with analyzing excessive amounts of data.
In contrast, marketers seldom face ongoing customer demands about price and product terms.
Furthermore, marketing values the analytical aspect and team leadership able to tackle long-range
problems. Sales requires a mental toughness that allows perseverance despite repeated rejection,
empathy for individual buyer’s needs and attitudes, and the drive to succeed based on one’s own
strengths.
Dewsnap and Jobber (2000) explain that marketing and sales functions in any trading sector are
interdependent. They observe that each group requires information and/or more tangible
deliverables from the other in order to accomplish their individual functional objectives. In terms of
tangibles, marketers look to sales to supply them with information on the marketplace and on
retailer requirements, and critically they look to sales to secure and maintain profitable levels of
distribution and optimal merchandising for the company’s brand. On the other hand, sales personnel
depend on marketing for any customer/brand-related information that is needed to manage the
trading relationship. Sales also ultimately depends on marketing to produce consumer propositions
(i.e. new products and promotional programs) that meet the needs of their trade customers
concurrent with ensuring not only the achievement of their own functional sales objectives but also
their company’s brand objectives.
Beever (2009) wrote about the negative consequences due to conflicts between sales and marketing.
She comments that at companies where these two departments do not work together, customer
satisfaction and retention is often low as well. She explains that traditionally, these departments
operate in silos, with each performing their function but not interacting with others. Many
marketing departments believe they need to operate autonomously, without input from sales. On the
other hand, many salespeople do not give marketing credit for their role in generating leads and
never communicate their needs to marketing.
Lorge (1999) notes that an important cause of conflict might come from the different personality
traits of marketers and salespeople. Marketers often complain that sales positions lack creativity
and see themselves as higher up. On the other hand, salespeople see marketing as disconnected from
the real world, and not really understanding the intricacies of dealing with customers.
Based on the above discussion, it is no surprise that many organizations struggle with getting
marketing and sales to play on the same team. Arrogance is a contributing dimension that separates
these two vital business functions. We probe this area and related issues in the next section.
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RESEARCH QUESTIONS
Building on the overview of the literature and the examples cited, this empirical study queries
business students about their perceptions of the levels of arrogance shown by business professionals
working in sales and marketing. In addition, it compares their responses with their perceptions of
the arrogance of other professional occupations, both business and non-business related. Below are
the three major research questions used to guide this investigation.
RQ1:

Do business college students believe that those working in sales are more arrogant
than those working in marketing?

RQ2A:

Do business college students believe that those working in sales and marketing are
more arrogant than other business professionals?

RQ2B:

Do business college students believe that those working in sales and marketing are
more arrogant than non-business professionals?

RQ3A:

Is there a significant relationship among demographic variables (age, gender,
ethnicity, geography, school type, student class standing and student type) and
perceived levels of arrogance in sales?

RQ3B:

Is there a significant relationship among demographic variables (age, gender,
ethnicity, geography, school type, student class standing and student type) and
perceived levels of arrogance in marketing?

RESEARCH APPROACH
A 21-item, two page survey was administered by nine faculty members to business students in their
classrooms at eight colleges and universities in the United States (see Appendix). The multi-site
approach was utilized to obtain a representative view of business students’ perception of arrogance.
From a total of 569 surveys administered, 513 (90%) were successfully completed by the respondents
and used in the study. Three-hundred and sixty-one (361) respondents were undergraduate business
students (70%) and 152 respondents were MBA students (30%).
The survey consisted of two main sections: professions (fourteen items, seven business and seven
non-business occupations) and demographics (seven items). The first part was measured using fivepoint Likert scales (1-strongly agree to 5-strongly disagree) and the second part used typical
demographic classifications. Table 2 provides a breakdown of relevant student demographics.
Table 2
Demographic Data for Sample
Age Group
18-22
23-29
30-39
40-49
50 or over

Age
Number(Percent)
285 (56%)
145 (27%)
44 (9%)
30 (6%)
9 (2%)
Gender
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Male
234 (46%)

Female
279 (54%)

Ethnic Groups
Ethnic Group
Number (Percent)
African-American
93 (18%)
Asian
31 (6%)
Caucasian
345 (67%)
Hispanic
34 (7%)
Other
10 (2%)
Geographic Location
Midwest
Northeast
Southeast
Other

190 (37%)
163 (32%)
149 (29%)
11 (2%)

School Type
State University
Private Non-Religious
Private Religious
Undergraduate
Graduate

Traditional
Non-Traditional

202 (39%)
215 (42%)
96 (19%)

Student Class Standing
361
152
Student Type
341
172

70%
30%

66%
34%

FINDINGS AND DISCUSSION
RQ1. Sales versus marketing arrogance
Business college students believe that those working in sales (mean=2.93) are more arrogant than
those working in marketing professions (mean=3.16). This result was highly statistically significant
(t=5.33, p=.000). It is consistent with the research findings of Cummings (2004a) and Hackett (2005)
mentioned previously in this paper.
RQ2. Comparing sales and marketing arrogance to other professionals
This two-part query examined how sales and marketing personnel were perceived as being arrogant
in relation to: a) other business professionals, and b) non-business professionals. As Table 3 shows,
sales professionals are perceived as being more arrogant than accountants and informational
technology specialists; less arrogant than lawyers and managers; and not statistically different with
respect to arrogance for financial services personnel. In addition, marketers are perceived as being
less arrogant than financial service providers, information technology specialists, lawyers, and
managers. There is no statistically significant difference with respect to arrogance between
marketers and accountants.
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Table 3
Sales and Marketing Arrogance Versus Other Business Professionals
Marketers vs.
Business Professionals
Accountants (3.12)
Financial services (2.90)
Lawyers (2.25)
Information technology (3.07)
Managers (2.76)

Sales
Professionals (2.93)
.01***
.00
.10***
.01**
.01***

Marketing
Professionals (3.16)
.00
.02***
.19***
.00*
.05***

Notes to Table 3: The numbers in parentheses are mean arrogance scores. The numbers in the body
of the table are omega squared indices of effect magnitude. The omega squared values were
computed by the method described in Winer, Brown and Michels (1991) on pages 228 through 275.
Occupations in each pair were treated as fixed and respondents were considered a random effect.
Superscripts *, ** and *** refer to two tailed t-test significance levels of .05, .01 and .001 respectively
for the difference in the mean ratings for each pair of occupations.
As Table 4 explains, sales professionals are perceived as being more arrogant than religious leaders
and educators; less arrogant than athletes, doctors, entertainers, and politicians; and not
statistically different than media professionals. In addition, marketers are perceived as being less
arrogant than athletes, doctors, entertainers, media professionals, and politicians but more arrogant
than religious leaders and educators.
Table 4
Sales and Marketing Arrogance Versus Other Professionals
Marketers vs.
Other Professionals
Athletes (2.44)
Doctors (2.79)
Entertainers(2.33)
Media (2.85)
Politicians (2.76)
Religious leaders (3.27)
Educators (3.66)

Sales
Professionals (2.93)
.05***
.00***
.08***
.00
.14***
.03***
.13***

Marketing
Professionals (3.16)
.12***
.03***
.16***
.03***
.23***
.00*
.07***

Notes to Table 4: The numbers in parentheses are mean arrogance scores. The numbers in the body
of the table are omega squared indices of effect magnitude. The omega squared values were
computed by the method described in Winer, Brown and Michels (1991) on pages 228 through 275.
Occupations in each pair were treated as fixed and respondents were considered a random effect.
Superscripts *, ** and *** refer to two tailed t-test significance levels of .05, .01 and .001 respectively
for the difference in the mean ratings for each pair of occupations.
RQ3. Demographic variables and perceived levels of arrogance in sales and marketing
Seven demographic variables (age, gender, ethnicity, geography, school type, student class type, and
student type) were regressed to test for relationships with perceived levels of arrogance in sales and
marketing. There were a possible 14 degrees of freedom (df) for demographic variables. These
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included age (1 df), gender (1 df), ethnic group (5 df), region (3 df), school type (2 df), traditional vs.
non-traditional students, (1 df), and undergraduate vs. graduate students (1 df). By stepwise
multiple regression none of the independent variables was significantly related to the perception of
arrogance of sales professionals
The situation was somewhat different for marketing professionals. Again, there were a possible 14
degrees of freedom (df) for demographic variables consisting of age (1 df), gender (1 df), ethnic group
(5 df), region (3 df), school type (2 df), traditional vs. non-traditional students, (1 df), and
undergraduate vs. graduate students (1 df). By stepwise multiple regression only gender, Hispanic
ethnic status, and state university school type were statistically significant at the .05 level. One
outlier from regression was removed during analysis. The PRESS R2 for the included main effects
was .03.
Possible two way interaction effects among the demographic variables were explored. There were a
total of 77 possible degrees of freedom attributable to such two-way interactions. Of these possible
interaction effects, only gender by native ethnic status was nominally significant at the .05 level.
However, the PRESS R2 when the two way interaction and its defining main effects were included
was again .03. There were a large number of possible higher order interaction effects. However, the
likelihood of mistakenly identifying one or more such effects as significant was considered too high
for further exploration of interaction effects. Therefore only the main effects were included in the
regression model for perceptions of marketing professionals’ arrogance (see Table 5).
Table 5
Regression of Perceived Marketing Arrogance on Demographic Variables
Independent Variable
Raw Score Coefficients
(Constant)
2.73***
Gender 1=Male, 2= Female
.21**
Hispanic Ethnicity 0=false, 1=true
.36**
State University School Type
.21**
0=false, 1=true
Dependent Variable: Marketers
IMPLICATIONS FOR SALES AND MARKETING PRACTITIONERS
A recent study by the CMO Council of Palo Alto, California found that 56% of respondents said their
companies lacked formal programs to unify sales and marketing functions. The two departments also
diverged on time frames, metrics and vocabulary (Sullivan, 2009). Clearly, getting both units to work
together harmoniously can pay huge dividends for the organization. Positive outcomes of a revamped
business structure can include improved lead generation, increased new business and higher
customer retention rates. While we acknowledge that arrogance is likely to play only a small part in
the larger problem of the sales and marketing relationship within the organization, less arrogant
communication is a desirable business objective for marketing management.
Silverman, Shyamsunder and Johnson (2007) note that those who are arrogant tend to be more selfcentered and less agreeable and that arrogance has a negative relation to business performance and
cognitive ability. The University of Akron (2007, p. 1) also advocates that there is a strong inverse
relationship between arrogance and job performance.
Relating effectively to all target audiences – e.g., gender (males or females), age (Baby Boomers,
Generation X and Millennials) and cultural, as well as multiple buying influence – present major
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communication challenges to sales and marketing practitioners. To succeed in rapidly changing and
complex markets, arrogant words or actions must be eliminated. Role playing, selling simulations,
marketing coursework and sales training programs can help prevent potentially disastrous blunders
with customers and prospects.
The business students of today are the business professionals of tomorrow. Therefore, the
perceptions of this next generation will serve to shape the business landscape in the coming years.
Marketing practitioners can assess the incoming perceptions and ideals in order to prepare and
adjust for approaching trends, just as one would when marketing a product or service. Gauging
business students’ perceptions ahead of their entrance to the workplace will help pinpoint a
profession’s image in the mind of prospective recruits.
Thus, the incoming business students’ preconceived notions of arrogance in the workplace may
directly affect their interactions with coworkers in the professional business setting. Their
perceptions of arrogance in sales and marketing will affect their perceptions of agreeableness and
projected job performance.
The corporate culture may eventually reflect these viewpoints and either help or hinder a person’s
ability to effectively work with another person to get a job accomplished. Marketing practitioners
must develop ways to overcome preconceived stereotypes and the prediction of arrogance if they are
to fully engage with the new generation of business professionals. They must learn how to avoid the
stigma of being self-serving and disrespectful if they are to be truly effective in the workforce.
Since career choice ultimately is the major decision made by business students in college, a keen
understanding of arrogance may be a contributing factor in their thinking about future employment
opportunities. A review of arrogant business practices (note examples cited in this paper) can yield a
controversial and fruitful discussion topic for marketing and management professors in their
courses. Sales and marketing practitioners need to come across in their professions as confident and
not arrogant. This will definitely lead to an increase in sales and market share.
In his book Good to Great, Collins describes the successful leader, or Level 5 Executive, as one who
“builds enduring greatness through a paradoxical blend of personal humility and professional will”
(Collins,2001, p. 20). Thus, those noted for exceptional performance are marked by their humility,
the antithesis of arrogance. As a marketing practitioner, identifying the level of perceived arrogance
in one’s profession can be the first step to discernible change and professional development.
In order for salespeople to be seen as productive and not arrogant, they need to recognize and
manage their own egos so that they are viewed as professional. Effective training seminars which
emphasize positive sales leadership traits rather than self-serving ones are part of the solution. This
should incorporate techniques that emphasize the toughness and resiliency that salespeople need for
success as well as compassion and empathy. Seminars from the American Marketing Association,
sales management institutes or college courses in personal selling and sales management will help
in this endeavor.
In sum, arrogance as a personality trait can be viewed as an unfavorable attribute. While arrogant
behavior permeates all facets of society, our study is unique because it examines this issue within a
sales and marketing context. The research supports the view that salespeople tend to be seen as
more arrogant than marketing professionals. Given the nature of sales work (i.e., independence,
problem solving, short-term focus, and rewards-driven), this is not surprising. While being confident
is very important in the interpersonal relationships established in selling, arrogant behavior must be
carefully managed.
AGENDA FOR FUTURE RESEARCH
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While this research was unable to detect a relationship among respondents’ demographic factors
leading to perceived arrogance in sales, this objective was accomplished with respect to marketing
professionals. Three of the seven respondents’ demographic variables tested (gender, ethnicity, and
school type) were correlates of marketing arrogance. Specifically, males, Hispanics, and students
attending state schools reported higher perceived arrogance scores related to marketing. This finding
is clearly worthy of further study.
In addition, non-demographic variables should be incorporated into future research projects on
arrogance. For example, culture, reference groups, and psychological influences (e.g., motivation,
psychographics, involvement, etc.) can be considered. Furthermore, cross-cultural studies of
arrogance using Asian, European, or Latin American samples can be an informative extension of this
work. Finally, comprehensive occupational analyses can generate additional insights on arrogance in
various marketing, business, and non-business professions. We encourage scholars to think about
arrogance in marketing in a new light.
CONCLUDING REMARKS ON SALES, MARKETING, AND ARROGANCE
The sales field has changed dramatically in the past few years. It’s no longer about pushing goods
and services such as used cars, vacation time-shares or life insurance via high pressure sales tactics
or cold calling. A major driver of this transformation in selling practices and sales management in
the new economy is technology – i.e., customer relationship management (CRM) systems and social
networking.
Today, sales is a respected business occupation (think pharmaceutical representatives, technology
solutions providers, etc.) often requiring advanced degrees (MBAs) and proven communication,
computer and analytical skills. Marketing students should view sales as a legitimate career option
on par with positions in branding/product strategy, marketing research, advertising/public relations,
database management, web design, retail management and marketing professional services.
Marketing and sales professionals must carefully manage all of their communications in the
marketplace as well as the marketspace via face-to-face interactions; e-mail; blogs; webinars; and
LinkedIn, Facebook or Twitter initiatives. Regardless of the medium, the message is still the same –
perceived arrogance must be avoided in all business encounters.
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APPENDIX – QUESTIONNAIRE
BUSINESS STUDENTS’ PERCEPTION OF ARROGANCE
Please respond to how you feel about the each of the following statements on arrogance. Arrogance is
defined from Webster’s 21st Century Dictionary as “proud and insolent; disrespectful.” People who
exhibit this problem focus on themselves and their motives. Thus, they are self-serving individuals.
Humility is defined as people who are considered to be successful and are liked much more if they
are modest about their accomplishments. Please indicate your opinion by circling a number on the
scale from 1 to 5. Please do not identify your name or academic institution of higher education.
Strongly
Agree

Neither agree
Nor disagree

Strongly
Disagree

I. Professions
1. Most accountants are arrogant.

1

2

3

4

5

2. Most athletes are arrogant.

1

2

3

4

5

3. Most doctors are arrogant.

1

2

3

4

5

4. Most entertainers are arrogant.

1

2

3

4

5

5. Most financial services people (bankers,
stockbrokers) are arrogant.

1

2

3

4

5

6. Most information technology professionals
are arrogant.

1

2

3

4

5

7. Most journalists/media personnel are
arrogant.

1

2

3

4

5

8. Most lawyers are arrogant.

1

2

3

4

5

9. Most managers are arrogant.

1

2

3

4

5

10. Most marketers are arrogant.

1

2

3

4

5

11. Most politicians are arrogant.

1

2

3

4

5

12. Most religious leaders are arrogant.

1

2

3

4

5

13. Most sales people are arrogant.

1

2

3

4

5

14. Most teachers (elementary through
high school) are arrogant.

1

2

3

4

5

II. Demographics: CONFIDENTIAL - PLEASE DO NOT IDENTIFY YOUR NAME OR COLLEGE
Please select the best answer that describes you.
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15. Age (18-22) (23-29) (30-39) (40-49) (50-59) (Over 60)
16. Gender: a. Male_______________ b. Female__________________
17. Ethnicity: a. African-American __________________
b. Asian_____________________________
c. Caucasian__________________________
d. Hispanic___________________________
e. American Indian_____________________
f. Other______________________________
18. Geographic Location: a. Mid-West_________________
b. Northeast_________________
c. Southeast_________________
d. Other____________________
19. Student Type: a. Undergraduate Student ___________
b. Graduate Student ________________
20.Student Class Type:

a. Traditional Student _________
b. Non-Traditional Student ______

21. School Type: a. state university__________________________
b. private, non-religious college_______________
c. private, religious college___________________
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